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1984 年至 2004 年这 20 年期间，21 金维他采取大众营销策略，以单一产品
“21 多元维生素”突破了 8 亿元的复合维生素市场份额，成为市场领导者。但
善存紧接其后，采取细分市场策略，推出 4个子产品分别满足 4个细分市场的












最终为 21 金维他品牌提出了营销策略的建议：选择 5个细分市场，预估市






































From 1984 to 2004, the "21 Super-Vita" mass-marketing strategy concentrated 
on one product, "21 Multi-Vitamin", which made a breakthrough of RMB 800 million 
in market share, making it the leading brand. However, when Centrum entered the 
market through market segmentation strategy and launched 4 products to meet the 
needs of 4 segments, it soon surpassed "21 Super-Vita", and ranked top. "21 
Super-Vita" thus slipped to the third position in the market and is facing tough 
marketing dilemmas. In order to recapture the leading position in the market, the 
company developed a 5-year development goal and exerted effort in finding feasible 
marketing strategies.  
This paper intends to propose marketing strategy recommendations for "21 
Super-Vita" by employing the methods of literature review and consumer research. 
First of all, the 4C, related consumer behaviour, and market segmentation theories are 
reviewed. Secondly, macroeconomic analysis is used to understand the overall 
industry trends and market size for OTC medicines and vitamin industries. Thirdly, 
microscopic analysis is used to analyze competing brands in the industry to identify 
their strengths and weaknesses, as well as to identify the strengths and development 
opportunities of “21 Super-Vita.” Finally, through consumer research survey data 
analysis and consolidation, this research is able to find out the factors effecting 
consumer purchasing decisions, thenew potential needs of consumers,how to most 
effectively communicate with consumers, the most convenient purchasing channels, 
and the price consumers are willing to pay. 
In conclusion, the following recommendations are presented for "21 Super-Vita": 
5 market segments with 5 new products, estimated market size of RMB 3.48 billion, 
integrated marketing communication strategies, methods, design and planning, as 
well as detailed recommendation of price range. 
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第一章  绪论 
 1
第一章 绪论 
第一节  研究背景 
从 1984 年至 2004 年，杭州民生制药厂以单一产品“21 多元维生素”突破
了 8亿元的销售额，打造了一个家喻户晓的品牌 21 金维他。此阶段 21 金维他采
取的是大众营销策略，以相同的产品满足市场中所有的消费者，规模生产和规模




策略开始展现出强劲的优势，4 个子产品合计达到 5.3 亿元的销售额。同期，











中国 2011 年 OTC（over the counter)药品，即非处方药品，人均销售额对
比人均国民生产总值的比值远远小于欧美发达国家，甚至都小于巴西、墨西哥和
韩国2。说明中国消费者的医疗保健水平还很低，随着国民经济的快速发展，国
                                                             
1赛诺菲官方网站 http://china.sanofi.com 























推动行业的发展。21 金维他在 2008 年至 2012 年的 4年间共下降 5亿元，对






第二节  研究目的和方法 
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